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I. Introduction

The Origin of Species



Developing a corporate culture that goes together with the
changing of the times

The Origin of Species

evolved

changed



II. Research Objective, Method, Objects and Timeframe

Objective



Research Objects

Research Methodology

Timeframe

III. Shifting from Paper Communications to Digital and Video
Messaging



IV. Discussions and Actions

1. MetLife communicators embarked on a series of culture
transformation efforts, utilizing cognitive practice, social science and
emotional engineering initiatives













2. The MetLife Way is a way of working that embodies the global
heritage and MetLife’s management philosophies (vision, mission,
and values)







1) Customer’s Voice



2) Work System



3) Management System

4) Belief System



3. From the Japan “MetLife Way” to the Global “MetLife Way”



V Conclusion
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